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                  INTRODUCTION 
    This study uses consumer logistics theory to empirically assess the impact of the 
performance of consumer logistics functions on psychological outcomes in the context of 
Japanese consumer financial services market. This study begins an assessment of the 
applicability of consumer logistics theory to the study of consumer behavior by 
developing a consumer logistics cale. A great deal of the convenience phenomenon for 
consumer financial services resides in location, handling, communication, and other 
transaction related activities (Waite and Harrison 2002). Consumer logistics applies 
aptly to these activities (Granzin and Bahn 1989) and will be used to help understand 
how financial services marketers can enhance the extent o which their customers are 
satisfied. Consumer logistics includes activities performed to support he movement and 
handling of products from the point of acquisition to the point of consumption 
(Granzin 1990). Granzin and Bahn (1989) make the proposition that the performance 
of consumer logistics functions will have subsequent impact on retail mode selection the 
criteria behind those choices. 
    Prior to this study, no research investigated the impact of the performance of
consumer logistics functions on psychological outcomes in the context of Japanese
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  consumer financial services market. Even in the U.S., previous work in consumer 
 logistics theory has been limited to the context of marketing tangible products (Granzin 
 and Bahn 1989). To date, only one study has been done in the context of consumer 
 financial services marketing (Gehrt and O'Brien 2002). This study attempts o replicate 
 Gehrt and O'Brien's (2002) research using Japanese data. This study has two primary 
 parts. The first is to develop a consumer logistics cale in the context of Japanese 
 consumer financial services and, in particular, banking. The second part of the study is 
 to explore how performance of consumer logistics functions influences the perceptions of 
 consumer value, consisting of efficiency and effectiveness (Granzin and. Bahn 1989; 
 Slater and Narver 1.994) and how these influence satisfaction with a consumer service 
 (Granzin and Bahn 1989; Oliver 1980). With the development of a consumer logistics 
 scale, the first step will have been taken to make it possible to identify segments defined 
 by consumer logistics profiles. 
                  LITERATURE REVIEW 
 Consumer Financial Services Research 
     Consumer banking provides a useful context for an examination of consumer 
logistics. The logistics of consumer banking are in a state of flux due to the emerging 
option to conduct bank browsing and transactions online (Greengard 2001). Many 
banks now find themselves facing an uncertain future in both the virtual and brick-and-
mortar marketplace (Hymas 2001; Van Dijk 2001). Although online consumer 
financial services activity has increased rapidly, the overall penetration rate remains low 
(Greengard 2001). A study by Waite and Harrison (2002) shows that Internet banking 
activity involves agreat deal of browsing and information searching rather than financial 
services transactions. The study showed that Internet banking attributes related to 
convenience were more important than those related to the technological entertainment 
value of a site. Recognizing some of the advantages of Internet banking, research has 
begun to examine the manner in which brick-and-mortar banking consumers can be 
encouraged to migrate toward Internet banking (Sarel and Marmorstein 2000). Once 
the transition is successfully made, predictions are that the manner in which consumers 
will handle many of the basic transactions (the logistics of transactions) will change 
profoundly (Hymns 2001). 
    The research that examines the dynamic of migration between brick and mortar 
and Internet banking has focused on resultant value outcomes (Colwell, Friedmann, and 
Carmichael 2000) and satisfaction outcomes (Moutinho and Brownlie 1989). Several 
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recent studies (Broderick and Vachirapornpuk 2002) suggests that although consumers 
experience increased control with Internet banking, the control may come at a cost, For 
consumer transactions of goods and services in general (Bendapudi and Leone 2003) and 
for financial services transactions in particular (Broderick and Vachirapornpuk 2002), 
the level of consumer participation is increasing with concomitant decreases in 
satisfaction in certain instances.
Channels and Consumer Logistics 
    A channel of distribution is the chain of entities chat starts with the manufacturer, 
often moves through both the wholesaler and retailer, and ultimately ends with the 
consumer. These entities are known as being involved primarily with the sales channel 
(Rosenbloom 2000). Logistics relate substantially to the functions that members of a 
channel of distribution perform (Tyndall, Gopal, Partsch, and Kamauff 1998), 'These 
include ordering, financing, transporting, storing, and merchandising. In its attempt to 
provide goods to the end-user, manufacturers must either perform all of these functions 
or shift some or all of them to other channel entities (Stern, El-Ansary, and Coughlin 
1996). Supply chain management merges marketing and manufacturing with 
distribution functions to provide the firm with new sources of competitiveness. Thus, it 
is concerned with the manufacturing channel as well as the sales channel. Supply chain 
management can also be characterized as being concerned with the managerial aspect of a 
channel as well as the logistical aspect. 
    While channels-related r search acknowledges that the consumer isa part of the 
channel, the consumer entity has seldom been explicitly examined. Thus, the role the 
consumer plays in performing logistical functions has been ignored. As a result of this 
discrepancy, Granzin (1988) proposed a broader definition of marketing channels that 
better incorporates the role of the consumer. Whereas prior logistics research has focused 
on functions performed by the portion of the channel that ends with the transfer of 
goods to the final consumer, consumer logistics explicitly examines the performance of 
logistical functions by the consumer. Bowersox (1978) originally developed a list of the 
activities that constitute the field of business logistics. Granzin and Bahn (1989) utilize 
this business logistics framework in the consumer context. The activities include 
logistical functions performed by the consumer within the household and as well as at 
the consumer-retailer nterface. Thus, consumer logistics extends the research of Etgar 
(1978) who examined production functions within the household but devoted spare 
attention to the consumer-retailer nterface. The consumer logistics theoretical model is
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 uniquely suited to helping to explain channel preferences (i.e., Internet, ATM, brick and 
 mortar), particularly since the Internet has changed the logistical nature of banking and 
 so many other aspects of consumer behavior. A discussion of the functions follows. 
     Location is defined as the activities concerned with the selection of a point in space 
and time at which to perform consumption activities (Granzin and Painter 1996). A 
crucial location concern at the consumer-retailer interface is the perceived convenience of 
a retailer's location to the consumer (Gehrt and Yale 1993). Transportation involves the 
movement ofconsumers and products. Mode of transportation, route, and parking are a 
few of the decisions involved with transportation. Catalogs and Internet retail sites offer 
ways for consumers topotentially eliminate their need to travel. The inventory function 
relates to the planning aspect of inventory and includes considerations such as purchase 
quantity, timing, and source. Inventory decisions are affected by characteristics of the 
retailer (i.e., availability of quantity discounts) and characteristics of the consumer (i.e., 
usage rate). Handling_and storage relate to how inventory is physically maneuvered. 
Much of this will take place within the consumer's household but it can also take place at 
the retailer and in-transit to home. Granzin and Bahn's (1989) description ofactivities 
such as receiving, breaking bulk, placement in storage, and retrieval from storage is 
borrowed from the industrial logistics discipline. Communication i cludes consumer-
household communication i  which individuals in a household exchange information 
about their needs and the manner in which their needs will be filled by products 
obtained via shopping. The function also includes consumer-retailer communication. 
Retailers who can facilitate consumer-initiated an  retailer-initiated flows of information 
that stimulate purchase have advantages. Customer service departments, useful or 
entertaining product display and information, knowledgeable sales personnel, and easily 
expedited transactions are a few of the important communication function 
considerations. 
    Most of the extant consumer logistics research has been conceptual in nature. One 
study explored the types of individuals who are likely to perform the various categories of 
logistics functions in the household, treating performance of consumer logistics functions 
as a dependent variable (Granzin and Painter 1996). To date, research has not examined 
performance of consumer logistics functions as an independent variable. This study 
posits consumer logistics functions as exogenous independent variables that influence 
value (through both effectiveness and efficiency), with value subsequently affecting 
satisfaction.
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Consumer Value 
    In the distribution channel literature, value is an important consequence of
logistical performance and has been described as the customer's perception of how well 
their needs are met (Goodstein and Butz 1998) and as the difference between what the 
buyer perceives as expected benefits and expected sacrifice (Narver and Slater 1990). 
Slater and Narver (1994) suggest that customer value contains two critical dimensions, 
efficiency and effectiveness. Efficiency relates to reducing the cost of consumer logistics. 
Effectiveness relates to increasing the perceived benefits of consumer logistics expressed 
in terms of place, possession, time, and form utilities (pelton, Strutton, and Lumpkin 
1997).
Consumer Satisfaction 
    In the distribution literature, customer satisfaction is an important consequence of 
value. The dominant theory of customer satisfaction is the expectancy-disconfirmation 
model (Woodruff and Gardial 1996) in which satisfaction is based on comparison 
between performance of a product/retailer and a standard ofexpectation. Satisfaction is 
based on evaluation of the difference between performance and expectation. The 
subjective valuation approach (Oliver 1980) will be used rather than the subjective 
method ue to the tendency of the subtractive method to over-specify the model (Tse 
and Wilson 1988).
Consumer Logistics in Consumer Financial Services Market 
    Gehtt and O'Brien (2002), using a sample of 234 college students, reveals three 
important logistics functions: inventory, transportation, a d communication. They also 
find significant relationships between consumer logistics functions, 
efficiecy/effectiveness, and atisfaction. A key finding of their research is the negative 
relationship that exists between efficiency and satisfaction i  today's consumer banking 
environment.
                   HYPOTHESES 
Influence of Consumer Logistics Functions on Consumer Value 
    Consumer logistics is a process of minimizing the costs of distribution in an effort 
to achieve a desired level service (Granzin 1990). The effort to minimize costs relates to 
creating value through efficiency and the effort to reach a desired level of service relates 
to creating value through effectiveness (Larson and Lusch 1992). This research will
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examine the relationship between each of the logistics activities and value to determine 
the relative importance of each activity to consumer value. Thus, the following is 
hypothesized: 
HI: Performance of consumer logistic activities i positively relayed to the efficiency 
   dimension of value. 
H2: Performance ofconsumer logistic activities i positively related to the effectiveness 
   dimension of value. 
Influence of Value on Satisfaction 
    Consumer satisfaction relates to the consumer's reaction to the value received 
(Woodruff and Gardial 1996). This suggests hat changing the logistics of consumer 
transaction is successful only as long as the concomitant value changes lead to augmented 
levels of satisfaction. This study is specifically concerned with how banking logistics 
affects consumer value and how value subsequently affects consumer satisfaction with 
banking. Thus, the following hypotheses relate to the value satisfaction link: 
H3: The efficiency dimension of value is positively related to consumer satisfaction. 
H4: The effectiveness dimension of value is positively related to consumer satisfaction. 
    Hypothesized relationships between constructs are depicted in figure 1. 
                     METHODS 
Instrument Development 
    Instrument development relied heavily on the work of Granzin (1988), Granzin 
and Balm (1989), and Painter and Granzin (1996). However, since their work was 
geared toward physical products, there was a need to adapt their instrument o the 
services context of this study. Gehrt and O'Brien (2002) conducted two focus groups to 
provide additional guidance regarding the manner in which existing scales would be 
adapted for consumer financial services transactions. Each group consisted of 7 adult 
respondents. All of them had experience with brick-and-mortar banking and ATM 
banking. Nine of them had experience with online financial services browsing or 
transactions. The sessions lasted approximately 75 minutes and provided input that 
helped to adapt items from existing scales and also suggested items for addition and 
deletion. They generated items pools for each construct and assembled them into a 
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preliminary questionnaire d aft. A panel of Japanese experts on consumer financial 
services transactions reviewed this preliminary questionnaire. At this stage, we 
eliminated several items and reworded several others. The final questionnaire consisted 
of 25 consumer logistics items. These items were measured on a 5-point Likert ype 
scale (1 = applies very little; 5 = applies very much). The questionnaire lso included 4 
items loosely based upon a scale developed bylichtenstein a d Bearden (1989) related 
to efficiency, 4 items guided from a scale developed byMurray and Schlacter (1990) 
related to effectiveness, and4 items adapted for use here from a scale developed by
Fornell et al. (1996) and Oliver (1993)related to satisfaction. These items were 
measured on a 5-point Liken type scale (1 = highly disagree; 5 =highly agree). 
    We developed a Japanese v rsion of the questionnaire with items to parallel the 
U.S. version. A panel of Japanese academics and graduate students ranslated the 
questionnaire. Translation involved several iterations of translation a d back translation 
until the entire panel reached consensus. 
Sample and Data Collection 
    The target population for this research was college students selected byconvenience 
sampling. Students were chosen because of the extent to which they are familiar with 
banking services and new channels due to technology access and the widespread use of 
the Internet, and the manner inwhich the cohort group has embraced new technology. 
Subjects were provided with time at the end of the class period to complete the 
questionnaire. All subjects present were willing to complete the questionnaire, yi lding a 
total of 160 completed r sponses of which 153 (91.6%) were deemed usable after listwise 
deletion. 
    The attributes of the subjects are summarized as follows: 108 (70.6%) males and 
45 (29.4%) females ranging from 20 to 27 years old. The average age of the subject was 
21.2. All of the subjects had their own bank account and experience with banking 
services. Their banking experience consisted of brick-and-mortal (70%), ATM (99%), 
and Internet banking (18%), conducting financial transactions i  the bank about en 
times amonth on average. 
Data Analysis 
    Confirmatory factor analysis was performed to test he hypothetical measurement 
scale, the service-adapted consumer logistics scale. Structural equation modeling using 
AMOS 4.0 was also used to test he hypotheses. Factor loadings, t-values, modification 
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 indices, and overall model statistics were used to evaluate both the confirmatory factor 
 analysis and the structural equation model. 
                      RESULTS 
Scale Development 
     Confirmatory factor analysis was conducted to refine the consumer logistics 
functions, Item elimination decisions were guided by assessment of factor loadings and 
t-values per item and their impact on overall statistics. As noted in Table I and Table 2, 
the final constructs consisted of I1 consumer logistics items, 6 value items (efficiency 
and effectiveness), and 3 satisfaction items. It was hypothesized that five consumer 
logistics functions would be determined, however, two dimensions (transportation a d 
location) failed to display discriminant validity by showing no significant difference in
the chi-square t st when the correlation between the two were constrained to 1.0. As 
such, the measures were combined into one construct ( ransportation/location). Thisis 
discussed further in the discussion section. (See Appendix 1 for scale items used.) 
Consumer Logistics > Value > Satisfaction/Structural Model 
    The structural model that examined the relationship between consumer logistics 
performance, value, and satisfaction was rested following the convention outlined by 
Anderson and Gerbing (1988) in which the measurement model is constrained tobetter 
assess the structural model. As shown in Figure 2, the results and that the structural 
model's chi-square/degrees of freedom ratio of 1.17 was well below the 3.00 benchmark 
prescribed by Carmines and McIver (1981) and the 5.00 level prescribed by Bollen 
(1989). Structural model fit indices indicated a strong fit (GPI = 0.90; AGFI = 0.87; 
NFI = 0.87) and the model's RMSEA statistic of 0.070 suitably below the 0.090 
benchmark, also indicated a very strong fit (Browne and Cudeck 1993).. 
    Influence of Consumer Logistics on Efficiency/Hl. The consumer logistics
functions of storage( 7iz = 0.38, t = 3.31, p < .05) was significantly related to efficiency 
in consumer banking. Thus, hypothesis 1 was partially supported. 
    Influence of Consumer Logistics on Effectiveness/H2. The consumer logistics
functions of storage (722 = 0.43, t = 3.90, p < .05) and transportation/location 
0.24, t = 2.09, p < .05) were significantly related to effectiveness in consumer b 
Thus, hypothesis 2 was partially supported. 
   Influence of Efficiency on Satisfaction/H3. The relationship between to 
banking efficiency and satisfaction was not statistically significant ( a3t = -0. 
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( /332 = 0.58, t = 6.02, p < .05) was significantly related to satisfaction. Not only was the 
relationship significant, it was also in the hypothesized, positive direction. Accordingly, 
hypothesis H4 is supported. 
                    DISCUSSION 
    The robustness of the applicability of consumer logistics theory to the study of 
consumer financial services and of the relationships between performance of consumer 
logistics functions and the perceptions of consumer value and satisfaction has been 
demonstrated. The results of this study are quite consistent with Gehrt and O'Brien's 
(2002) findings. 
    The measurement model results provide mpirical support for the applicability of
consumer logistics theory to the services context. This is an important finding since the 
intangibility of services might be expected to diminish the applicability of consumer 
logistics. The resultant model included consumer logistics dimensions of 
transportation/location, inventory, storage, and communication. 
    The extant consumer logistics literature suggests separate location and 
transportation functions. Like Gehrt and O'Brien (2002), the results of this study 
suggest a single function for location/transportation in the context of services marketing. 
This may be the result of over-specification of the location and transportation functions 
in the largely conceptual research t at precedes this study. It could also be the result of 
the service (versus product) context of this study (Shostack 1977). It is also possible that 
a combined location/transportation function emerged as a result of the ability to gather 
banking information and make banking transactions via ATM machines and the 
Internet, changing the phenomenology of location/transportation-related logistics that 
would be expected if banking services were available only through a brick-and-mortar 
presence. 
    A communication function also emerged, consistent with Gehrt and O'Brien's 
(2002) findings. The consumer logistics function of communication related to 
communication between the consumer and the bank. Intra-household communication 
did not emerge as a part of the function. Also, this result suggests hat the consumer 
logistics function of communication should be treated multi-dimensionally and cannot 
be one dimension. 
    The structural model results uggest that the logistics of banking play an important
-1.15). Therefore, no support was found for H3. 
    Influence of                        on Satisfaction/H4. Cons                                              mer bankin
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role in achieving effectiveness and efficiency for the consumer. Efficiency, related to 
minimizing the effort of banking, is enhanced by the storage function that is comprised 
of record processing and record storage activities. Effectiveness, related to maximizing 
the benefits of banking, is enhanced by the storage function and the 
transportation/location function that is related to where the bank channel is located and 
the time spent accessing the bank site. Provision of these functions should be 
maintained and augmented since they provide value to the customer via efficiency and 
effectiveness. The non-significant link between efficiency and satisfaction, however, 
suggests hat the manner in which logistics functions are performed and satisfaction is 
achieved may need to be adjusted. 
    The model shows that an important relationship exists between value (effectiveness 
and efficiency) and satisfaction. In the case of effectiveness and satisfaction, there xists a
positive relationship. This suggests that enhanced effectiveness (achieved through 
performance of logistics functions) leads to satisfaction with banking. Thus, as new 
logistics-related technologies have been introduced to the banking environment, 
effectiveness ha  been enhanced leading to greater consumer satisfaction. 
    In the case of efficiency and satisfaction, o significant relationship was found. 
The implication here is that, although new logistics-related technology enhances 
effectiveness, theburden of utilizing the technology/performing logistics functions may 
have been shifted back to the consumer. As ATM's and Internet banking proliferate, for 
instance, consumers ely less on bank personnel. This may be partly the consumer's 
choice but it is also the result of the availability of fewer bank tellers and fee structures 
that place monthly limits on the number of allowable consultations with a batik teller. 
This calls for more work on the part of the consumer which may diminish satisfaction. 
The concomitant decrease in face-to-face contact hat the consumer has with bank 
personnel may also diminish satisfaction. 
    Thus, this research suggests hat banks may need to reconsider the manner in 
which logistics functions are performed, particularly in terms of who performs them. 
Although there is little doubt that technology can enhance the performance of consumer 
logistics functions contributing to increased effectiveness and efficiency, too much of the 
performance of the functions may have been passed back to the consumer, undermining 
customer satisfaction. 
    Nonetheless, caution should be taken to avoid passing too much bank to the bank. 
To maximize satisfaction, the optimal amount of consumer participation must be 
identified. It may be that if the consumer participates too much, satisfaction is negatively
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affected via efficiency as this study suggests. However, if the consumer participates too 
little, the coefficient between efficiency and satisfaction may improve but the coefficient 
between effectiveness, as a result of decreased consumer control (Broderick, and 
Vachirapornpuk 2002; Van Raaij and Pruyn 1998), may degrade. 
    Results from the models provide insight regarding how consumer engagement i  
logistical activities provides value and satisfaction. Past research as linked consumer 
satisfaction and value to repeat purchases, customer loyalty, and positive word of mouth 
communications to other consumers (Woodruff and Gardial 1996). The results of this 
study suggest another route to providing value and satisfaction. It helps to provide an 
understanding of consumers' participation in the logistics process and its potential 
impact on important outcomes. 
    The currency of convenience appears to be substantial to today's consumer. A 
great deal of the phenomenology of convenience r sides in issues uch as those of 
consumer logistics (Gehrt and Yale 1993). Thus, by understanding the nature of 
consumer logistics and how performance of logistics functions relates to consumer value, 
satisfaction, and other dependent variables such as purchase intention and behavior, a
relatively unutilized avenue to understanding the consumer may become available.
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                         Appendix 1 
                             Scale Items 
COMI I determine where to get banking products from family or friends. 
COM2 I determine which banking accounts to use from family and friends. 
COM3 I determine which banking services are important from family and friends. 
TRNI The ability to perform a transaction whenever I want to is important to me. 
TRN2 The location of my bank is important to me. 
TRN3 I try to minimize the distance that I have to travel to the bank. 
TRN4 Getting to the bank easily (brick + mortar, ATM, online) is important to me. 
STRI I prefer a combination of methods to store my banking records. 
STR2 I make careful decisions about how to store my bank records. 
INV1 I save my payment/withdrawal receipts to help reconcile my bank statements. 
INV2 I tend to keep my records for a long time. 
EFC1 The way that I go about my banking allows me to minimize the amount of 
      running around I must do. 
EFC2 The way that I go about my banking allows me to minimize my banking costs. 
EFC3 The way that I go about my banking is efficient. 
EFEI The way that I go about my banking allows me to meet my needs. 
EFE2 The way that I go about my banking allows me to achieve optimal outcomes. 
EFE3 I am pleased with the benefits that have resulted from my banking activities. 
SATI I am pleased with my banking experience. 
SAT2 I am satisfied with the way that my bank helps me to meet my banking needs. 
SAT3 I am pleased with the benefits that have resulted from my banking activities.
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